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A Study on Influence of Smartphones Business Factors
on Customer Satisfaction and Customer Loyalty
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ABSTRACT

The core of the smartphone business environment is changing from H/W to S/W and
with it the paradigm of an enterprise’s base of competition is changing from H/W to service.
In accordance with this paradigm, in this study we have determined H/W, S/W and
telecommunication service as smartphone business factors. The purpose of this study is
to first analyze the influence business factors has on consumer satisfaction and customer
loyalty. Secondly, to analyze the influence switching cost has on customer loyalty. As a
result, the factor that has a notable influence on customer satisfaction turned out to be
the H/W factor. On the other hand S/W factor and communication service turned out to
have very little influence. In addition, the factors influencing customer loyalty turned out
to be H/W factor and S/W factor. Telecommunication service did not have much of an
influence. Customer satisfaction turned out to act as mediation effect between H/W factor
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and customer loyalty. Like the result of other preceding researches, switching cost turned
out to have a significant influence on customer loyalty. This study differs from other studies
in that while other existing studies analyzed H/W, S/W and communication service
separately, this study analyzed the influence H/W, S/W and communication service as a
whole has on customer satisfaction and customer loyalty. We speculate that the results
of this study would provide some insight both in an academic and practical level for stagnant

smartphone industry.
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(Table 1) Characteristics of respondents(N=162)

Group Frequency Valid percent
Gender Male 82 50.6
Female 80 494
20~29 32 198
30~39 31 191
Age 40~49 35 21.6
50~59 34 21.0
60~69 30 185
Samsung 98 60.5
Smartphone brand” Apple 26 16.0
LG 38 235
SKT 78 482
Mobile Carrier KT o 278
LG U+ 31 19.1
Economic Phone 8 49
Manager 73 45.1
Homemaker 25 154
Student 13 8.0
Occupation Professional 12 74
Sales Person 10 6.2
Production/Engineer 12 74
Others 17 105

Note: 1) Quota sampling: Samsung, Apple, LG by actual market share.
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(Table 2) Variable and Operational Definition

Dimensions Measurement items %\é[egr; Researcher
) 4.020
HA1 | The importance of phone appearance (0.764) Kol27]
Design 3'710 Kim and
: - Nam([20]
HAZ2 | The importance of phone color (0.7%6)
H/W HS1 | The importance of displ ution| 410 |
e importance of display resolution 0671 | Kim et al[23]
1210 Kang and
Specification | HS2 | The importance of storage memory ’ Lee[18]
(0.74)
Kol27]
HS3 | The importance of camera pixel 4100 | Jang and Lee[3]
(0.719)
501 The importance of stable Operation 4.380
System 0.622) ]
Smart B Lee[32
Phone 05 function | SOz | 11 Importance of easy usage & (g'ggg) Kol27]
Business D ' Shiml[45]
. . The importance of mobile internet 4.380
S/'W S03 accessibility (0.661)
SN1 The importance of same phone 3.190
Network user’s number (0.914) Lee[33]
Effect The importance of reference group’s | 3.350 Kim([24]
SN2 .
recommendation (0.881)
T™M The importance of 3.940
_ telecommunication charge (0.824) )
Telefcommumcaf The importance of additional service| 4.300 Eshghi et al[5]
tion TM3 charge (0.651) Yoo et al[51]
Service g : Shim[46]
. 4.220
TM4 | The importance of data charge (0.739)
SW1 When change to new service, 3.330
requisite procedures to take a step (0.856) Burnham et
Switching SW2 When change to new service, 3.810 al.[2]
Cost additional cost to spend (0.741) Gefen[7]
SW3 When change to new service, 3.490 Kim[24]
searching time and effort (0.806)
cs1 I am very satisfied with the 3.800
Satisfaction manufacturer of my smartphone (0.749) |Heskett et al.[12]
(SA) My choice to this smartphone is a 3.750 Jeffery[15]
CS2 |
Perforrnance wise one (0789)
Variables CL1 I will purchase new model from the | 3.610 )
Loyalty current manufacturing company (0.893) Zeltha[rBrg] et al
(LO) CL2 Recommend to someone who seek 3.420 Fornell et al[6]
my advice (0.897)
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(Table 4) Research Model Analysis Result

Hypothesis Path coe f?iz(ilen o t p Results
Hla H/W — Satisfaction 0.291 3487 0.001™ Accepted
Hlb S/W — Satisfaction 0.080 0912 0.363 Rejected
Hl.c T/Service — Satisfaction 0.078 0.936 0.351 Rejected
H2.a H/W — Loyalty 0.203 2.421 0.017 Accepted
H2b S/W — Loyalty 0.224 2.951 0.012° Accepted
H2.c T/Service — Loyalty -0.016 -0.189 0.850 Rejected
H3.a H/W — Satisfaction — Loyalty Accepted
H3b S/W — Satisfaction — Loyalty Mediation effect analysis Rejected
H3.c T/Service — Satisfaction — Loyalty Rejected
H4 Switching cost — Loyalty 0.169 2.167 0.032" Accepted

P <0.05 1.960°, P<0.01: 2576,
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(Figure 2) Results of the Path Analysis

p < 0.05% p < 0.01**
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(Appendix)
(Appendix 1) Pearson Correlation & Discriminant Validity
Dimension 1 2 3 4 5 6
Design(1) 0.687
H/W
0.205
Spec.(2) (0.009)" 0.517
0.302 0.444
SrélaI“thone OS Fun.(3) 0000 | (0.000)™ 0.565
USINESS S/W
0.170 0.225 0.155
N/W effect(4) 00D | oo™ | 0019 0.566
Telecommuinication 0.199 0.349 0.402 0.391 0.545
Service(5) (0.011) (0.000) (0.000)" | (0.000)" ’
_ 0.009 0.033 -0.018 0.304 0.220
Switching cost(6) 0913) | 068D | 0817 | 0000 | 0o | %508
Note) Diagonal godic font represent AVE.
P <0.05, “P<0.01.
(Appendix 2) Mediation Analysis of Customer Satisfaction
Model Path B B t D R’ F
H/W —  Satisfaction 0.439 0.291 3487 0.001
1 S/W 0.117 0.080 0.912 0.363 0.133 8418
T/Service 0.086 0.078 0.936 0.351
H/W —  Loyalty 0.369 0.203 2421 0.017
2 S/W 0.39% 0.224 2.551 0.012 0.127 7.640
T/Service -0.021 -0.016 -0.189 0.850
H/wW —  Loyalty 0.024 0.013 0.196 0.845
S/W 0.303 0.172 2.561 0.011
3 T/Service -0.083 -0.067 -1.043 0.293 0.4% 38572
Satisfaction 0.786 0.654 10.717 0.000
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